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ABSTRACT 
 
A growing number of study has shown that dogs are considered as close family members and 
sometimes are embraced as surrogate children. With that, people like to provide them with the 
best affordable products in the available market. Before adopting a dog, the first thing that comes 
in one's mind might be the dog crate, not just a transportation method but a significant aid to 
creating a systematic structure for dogs and dog owners. However, few products meet the 
requirements of both functional and aesthetic need. Most available products offer practical 
solutions but lack comfort and compassion in function and look, while being incohesive with the 
current home décor trend. Moreover, misevaluation of the crate size by dog owners might result 
in undesired purchases as the dog grows with age. 
  
"PUPZZLE" is the combination of "puppy" and "puzzle." The design goal is to create a modular 
dog furniture system. It has eight types of components for people to choose from to customize 
their own ideal dog crate/house/bed which can be adjusted. A wide range of patterns and colors 
collection are available as well. In this way, dog owners can always design what they want to 
suit their home and build a better harmony between them and their dogs. 
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CHAPTER 1: Design background 
 
1.1 Pet ownership and expenditure  
 
Figure 1.1: Pet ownership and expenditures in USA 
 
According to 2017-2018 National Pet Owners Survey Statistics and U.S. Pet Ownership & 
Demographics Sourcebook, a rising number of people in America start to own pets recently, such 
as dogs, cats, fish, reptiles and so on. Over 68% American households now have a pet, accounting 
for 84.6 million pet-owning households, up from 79.7 million pet owning households in 2015. In 
fact, this number has begun to grow dramatically ever since 1994, even during the recession years 
of 2007-2009 when the global financial crisis hit, people’s passion and enthusiasm of pets did not 
subside. 
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Figure 1.2: Total U.S. pet industry expenditures 
 
The latest report (Figure 1.2) published by American Pet Products Association (APPA) has 
shown that in 2017 pet owners spent approximately $69.5 billion on their companions for food, 
veterinary care, entertainment and other services. With the spending on pets in the United States 
rising annually, the pet industry is considered virtually recession-resistant by experts who study 
it. Being a developing and dynamic industry, huge potentials lies within this area. 
 
1.2 Study object 
Multifunctional products, adequate facilities and circumspect services in current pet market help 
solve a lot of problems and has gradually boost the quality of dogs' and dog owners' life. Issues 
still exist with undiscovered problems, which raises the following two critical questions: what 
are the problems and where to put the focus on? 
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Figure 1.3: Number of U.S. households that own a pet 
 
Research has revealed immense opportunities waiting to be discovered in the booming pet industry, 
especially for dogs and cats, which rank the first and second place among all the household animals 
in the chart of Number of U.S. Households that Own A Pet (Figure 1.3). Moreover, based on 
personal experiences with dogs, the researcher would love to move forward to dog industry and 
dig further into relevant supplies and services. 
 
Prior to design phase, the researcher came up with these questions which should be paid attention 
to while doing general research and relevant academic reading.  
1) How the status of a dog has changed in American’s life? 
2) What impacted the dog industry? 
3) How did the retailers transform their marketing and sales strategy to meet people’s needs? 
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4) What potential problems can be found in the market and the gap of the relation between 
people and dogs? 
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CHAPTER 2: Companion dogs in U.S. 
 
2.1 Literature Review 
 
 
Figure 2.1: How is the status of companion dog changed in America’s life 
 
Dogs are the first domesticated animals. In the past, the role of dogs in people’s live, for most of 
the time, was a worker instead of a companion pet. They were kept because of practical uses 
such as livestock herding, hunting and guarding, etc. But sometimes based on their breeds, they 
could be a symbol of the social, economic and political status of the owners. On the other hand, 
throughout the years, with the elimination of the class barrier of owning a dog, the meaning of 
dogs to human has been greatly changed. 
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Currently the number of dogs that serve in a variety of roles in different areas is thriving, such as 
armed force, hospitals and security check, etc. Oftentimes, the core function of dogs is to offer 
companion and support to their human friends. Under the influence of different level of 
education, household income and marital status, more people consider the dogs as their children 
and are willing to share personal space with them which induces the changing of living patterns 
and consumption to accommodate their dogs.  
 
Besides the above comparison, there are 6 crucial factors playing important roles in how the 
relationship between human and dogs has changed the whole industry. 
1) Humanization 
It has been a long time that dog owners considered their dogs to be part of the family. In 
recent years many owners are considering themselves as parents. Their behaviors and 
attitudes can be translated to treating the dog more like a person. To catch up this trend, 
dog supply manufacturers changed their strategy to provide high-quality products. 
2) Premiumization 
As health-conscious customers’ interest in their own health and wellness has snowballed 
in the past 20 years, human quality products and services are created to cater to the 
customers’ elevated requirements for their dogs, such as organic and healthy foods/treats, 
high-tech medical medicines and luxury services, etc. 
3) Demographics 
Experts claimed that baby boomers and millennials largely drive the trend, which has 
been mentioned above. Millennials postpone the parenthood but still wish to have 
something to love and spoil. As for baby boomers, after their children grow up and leave 
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their home, dogs take the position where the children used to be and are heavily 
pampered by their human parents.  
4) Economics 
The considerable pace of growth in dog industry revenue indicates a strong current 
economic strength which foresees a continue-growing industry strength. 
5) Lifestyle  
The increasing mobile lifestyle makes dog owners reconsider the dogs' accommodation 
problem when they travel, with solutions of either leaving at friends’ home or somewhere 
else. These worries and considerations lead to the establishment and development of 
dogs’ daycares and hotels.  
6) Health Benefits 
A growing body of medical research points to the health benefits of pet ownership. 
According to the Human Animal Bond Research Initiative Foundation (HABRI), “People 
are happier and healthier in the presence of animals. Scientifically-documented 
benefits…include decreased blood pressure, reduced anxiety, and enhanced feelings of 
well-being.” 
 
People’s notion towards family and lifestyle are changing the economic growth of the industry. 
As children surrogate, dogs have the same rights, privileges and even obligations in the family as 
our human children might have and the caretakers try to offer them the available best things in 
the market. 
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Last but not least, besides emotional attachment, companionship, friendship, unconditional love 
and affection, are the three major social functions. 
1) Projective function  
Where the pet serves as a symbolic extension of the social self. 
Example:  
a. People choose the dogs that fit their personality and lifestyle. 
b. Dogs behavior problems mirror owners' emotional issues. 
c. Dog owners make purchase decisions for their dogs in similar way of making those 
decisions for themselves. 
2) Surrogate function 
Where the presence of the pet, who is anthropomorphized, serves as a surrogate for human 
companionship. 
Example: 
a. Owners use "Motherese" or baby talk. 
b. Secure base effect (i.e., dogs interact with the environment by using the owner as a 
secure base) was found in dog-owner as it parallels child-caregiver relationships. 
3) Sociability function 
Where the pet facilitates interpersonal interaction by acting as social catalyst. 
Example: 
a. Dogs are great ice breakers. People with or without dogs would love to stop and 
admire the dog and talk to the owner. 
b. Online social opportunities, such as forums, Facebook communities and Instagram, 
etc. 
9 
 
 
 
Figure 2.2: Inner circle and outer circle 
 
These three crucial functions can be summarized into two circles. Projective and surrogate 
functions which mainly exist between dogs and dogs’ owners belong to inner circle, and 
sociability function belongs to outer circle. Since the dog owner is the main person to purchase 
all the daily supplies for dogs, inner circle will be the researcher’s major consideration. In the 
next chapter, the researcher will focus on the furniture and other products that are used at home. 
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2.2 Market review 
 
Americans’ deepening passion and identification with their pets creates a healthy and 
competitive environment for brands. Innovative marketers are responding to these phenomena by 
developing creative accommodations and a wider variety of activities for dog-owning 
households.  
1) Normal segment 
a. Health care 
  Veterinary exam, dental supplies/services, vaccinations, spaying/neutering 
b. Supplies 
Collar, leash, food/water bowls, grooming tools, fence, crate, shampoo 
c. Food/treats 
d. Toys 
Distraction (food delivery/chew/puzzle), comfort (soft stuffed/dirty laundry) 
e. Microchip identification 
f. Insurance 
g. Damage/protection cost 
h. Training 
2) High-end segment  
Grooming, boarding, daycare, dog walking/sitting, license, transportation, party planning, 
dating, massage/spa, hotel 
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Even though the main portion of daily expense on dogs is for food, veterinary care and boarding, 
relevant reports point out the willingness of dog owners to indulge their furry babies in other 
ways. Dogs start to have their human-grade toys that aim at developing different skills, smart 
collar and even dog-friendly car.  
 
The increasing popularity of high-end products and system shouldn’t be neglected. Their 
common features are personalization, high tech, fashion and human-grade. These indicate the 
changing of dogs’ social positions and the trend of being humanized and customizable in the 
industry. 
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CHAPTER 3: Case study and research  
 
3.1 Market research 
 
Figure 3.1 
 
Market research was conducted to get a clearer picture of how the products are designed to cover 
every basic need of dogs and dog owners. The retailers provide everything that dog owners 
expect to find, from toothbrush to carrier, from harness to safety gate. 
 
There are some companies, while most of the manufacturers are still working on the traditional 
dog products, turn their glare to another interesting field and reconsider the relationship among 
dog owners, dogs and the environment. Examples are listed below. 
 
 
13 
 
Product example 1: LURVIG by IKEA 
 
Figure 3.2 
Summary 
1) Affordable 
2) Aesthetically pleasing 
3) Meet dog owners’ typical needs and personality-types 
4) Integrate seamlessly into the IKEA furniture that customers already have in their home 
 
At the beginning of October in 2017, IKEA launched their first series of furniture for dogs and 
cats and they were sold out immediately. The researcher visited IKEA in Chicago and after 
speaking to many customers, the common finding was that in spite of having several products for 
their pets, they were still keen on buying the new IKEA range, the reason being simplicity, 
elegance, and affordability.   
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Product example 2: Architecture for dogs 
 
 
Figure 3.3 
Summary 
1) Customizable and easy to make 
2) Owners can make the models following the blueprints offered online  
3) Dog characteristics decided the looking and function of the design. 
 
The exhibition, Architecture For Dogs, was held by Kenya Hara. A lot of famous designers and 
architects such as Kengo Kuma and Toyo Ito were invited to join the show. They designed the 
furniture based on the observations of different dog breeds behavior patterns. Dog owners can 
download the sketches and blueprints to make or customize the furniture for their dogs. 
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Product example 3: Dog products from Nendo 
 
Figure 3.4 
 
Summary 
1) One product has 2 or more forms to meet different requirements of use 
2) Use soft and calm colors without high saturation   
3) The combination of simple geometric elements makes it easier for the products to blend 
into the environment  
 
Heads or Tails and Cubic pet goods are from Nendo. Their design notion is almost the same as 
IKEA and other designers in the furniture for dog exhibition - emphasizing multi-functions and 
compatibility with interior elements. 
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3.2 Users research. 
 
3.2.1 Online survey 
Aiming at getting more useful information from the target users and understand their potential 
demand, anonymous surveys were conducted about dog owners’ experience with dogs and 
products that they used. 75 responses were received. 
 
To make the results more convincible and conform to the market positioning, participants were 
from middle-class families with stable income, age between 22-60 years old. the survey is 
attached in the appendix. 
 
The survey includes 2 parts – questions about general information and experience with their first 
dog. The purpose of second part is to understand dog owners’ shopping experience and how they 
use the products to solve problems by reminding the dog owners of the happy, sad or angry 
moments in the past. The answers can help the researcher understand people’s general approach 
to issues they have with dogs and household and figure out the pain points in the industry. 
Nevertheless, one important thing should be pointed out is that all the responses will only be 
considered as references and no conclusion will be drawn because under some circumstances 
consumers’ behaviors are totally opposite to what they have said. 
 
3.2.2 Shop visiting and observation 
Visiting some dog supplies shops is a good way to understand the differences of shopping 
experience of people who are living in cities and rural areas. During the research, the researcher 
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visited the pet section at Walmart, Meijer, Safeway and County Market and big box pet store 
chain such as PetSmart, PetSmart and Pet Food Express in New York, Illinois, Missouri, 
Colorado and California. Most of them share similar layout (Figure 3.5 & 3.6) but generally are 
not very friendly to new customers.   
 
Figure 3.5 
 
Figure 3.6 
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As for the online shopping, it, of course, has more options than the physical one. However, the 
shopping experience is still very confusing and frustrating. Because of the excitement of having a 
dog and being misled by a lot of puppy checklist and guides online, people tend to buy more than 
what they need and have to return or exchange them.   
 
Figure 3.7 
 
 
 
 
 
 
 
 
 
19 
 
3.3 Design definition 
Based on literature review, user and market research, the current design trend of dog products and 
people’s long-term expectation towards market are listed as the following.  
1) Reasonably priced but nice-looking 
2) Offer a variety of functions 
3) Emphasize compatibility with interior elements 
4) The same design value used for products for humans will be applied for the products for 
pet 
5) Basic customization and transformation 
 
Price, function and aesthetics are always the three primary factors that decide the popularity and 
selling volume of the products. People prefer to purchase items with high price–performance ratio, 
which means that this kind of product may have longer-lasting durability, better functionality or 
more delightful looking, compared with other products at the same price. Of course, by considering 
the hierarchy, people still need to make decision on either function or aesthetics.  
 
Most importantly, as dogs become an indispensable part, it cannot be denied that communication 
between dogs and dog owners is more like person-to-person instead of person-to-animal. Dogs are 
dog owners’ babies. While getting inspiration from baby supplies, a lot of furniture, especially 
baby cribs and beds, allow parents play with their own color schemes and structures. They can 
decide what to buy and what doesn’t need to buy. In dog owners’ mind, besides being an ornament, 
it represents themselves, encourages them to rethink the connection of “home” and “house”, and 
engage in a more positive and mutual interaction with our beloved one. 
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3.4 Design guideline 
 
Figure 3.8: Interaction through the crate 
 
Dog beds, carrier, playpen or crate?  
 
Which is the most important item in dog life?  
 
Based on the evidences found in the previous observation and research, a dog crate is the first thing 
that the dog owner will think of while shopping for the first time and it’s a significant, effective 
and efficient aid to creating a systematic structure and routine for dogs and dog owners, for 
example potty training, house training, preventing destructive behavior, and teaching a dog to 
settle and relax, etc. None of the above can be achieved without a dog crate.  
 
 
21 
 
3.5 Current solution 
 
Figure 3.9: Chart of crate types 
 
 
Metal, plastic and wood are the materials that manufacturers regularly use to make crates. From 
the customers perspective, wire crate is the most durable and practical one even though they dislike 
the heaviness and the uncomfortable cage-shape design; plastic crate is designed most for traveling 
and to meet the airline requirement; wood crate usually is more stylish and expensive with less 
portability; fabric crate is portable but not long-lasting. By comparing the specification, 
disadvantages and advantages of each material (Figure 3.9), the combination of metal and plastic 
will be applied to the future design. 
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3.6 Potential users 
 
3.6.1 Target groups 
According to a recent marketing study, people's heightened involvement with their dogs leads to 
this indisputable growth in dog-related consumption. This conclusion is particularly true for the 
following groups of people. 
1) Women 
2) Baby boomers 
3) Empty nesters 
4) DINKS (dual income/no kids) 
5) Singles 
6) Higher income households (middle-class and high-class) 
 
Considering long-term benefit and sustainable product development, the potential users will be 
middle-class income households ($39,000 to $118,000) which comprise almost 50% of the nation's 
population, according to Pew Research Center report. Without limiting the potential users to the 
other five groups of people, the design can be more neutral, universal and adaptable. 
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3.6.2 Housing types 
 
Figure 3.10: Housing types 
 
From the location map of Petco in U.S, the researcher found that there are more stores in the 
cities which were highlighted in the chart of occupied housing units (Figure 3.10). They are New 
York city, Washington, Boston, San Francisco, Chicago, Los Angeles, Atlanta and Long Beach. 
Within these cities, people live in relatively compact housing with 3 or more units. Under this 
situation, in terms of sharing personal space with dogs and area for appropriate activities, people 
will pay more attention to the crate size, installation, storage and adaption to the existing 
environment.  
 
Meantime, the researcher found out that people who own housing units are more willing to buy 
better and more stylish furniture to decorate their home. They don’t have to worry about moving 
issues and the portability of the furniture. After browsing online real estate marketplaces (Figure 
24 
 
3.12, Figure 3.13), the researcher summarized the typical layouts of living room where people 
usually install the crate. From the drawings (Figure 3.11), we can see that shapes such as cube, 
cuboid and trapezoid will be more suitable to fit in the space.   
 
Figure 3.11: Commonality of living room 
 
Figure 3.12: Living room in different housing 
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Figure 3.13: Living room in different housing 
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CHAPTER 4: Design process 
 
4.1 Brainstorming 
 
Figure 4.1: Issues analysis and idea generation 
 
The researcher analyzed the possible problems dog owners might have before and after using the 
crate. Before using the crate includes choosing the size and style and the way to install. After 
using includes training and extension of functions. 
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Figure 4.2: Shape exploration 
 
All the possible shapes and ways to assemble were considered. The installation should be as 
simple as possible to reduce the manufacturing cost and maintain the stability of the product at 
the same time, but still able to leave enough space for dog owners to DIY in terms of their 
personal situations. However, aggressive and destructive dogs will not be considered in this 
design.  
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4.2 Low-fidelity model making 
 
Figure 4.3: Structure confirmation 
 
Foam boards, wood dowels and bolts were used to make low fidelity model to confirm the most 
reasonable parameters, mechanism and way to assemble the components. Various patterns were 
printed and pinned on the surfaces to see how the flows and patterns go together. The size of the 
model was 19"×19"×25" by referring to the general crate sizes that manufacturers use and the 
space of the final exhibition.  
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4.3 Final design 
 
Figure 4.4: Introduction of components 
 
This design includes eight parts. The material of main body is ABS and the metal dowels work 
as the skeleton which can make the structure more sturdy and substantial.   
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Figure 4.5: Structure of standard crate 
 
1) Metal dowels (outer threads and inner threads on both ends): 
a) Long dowels 
Screw into the door frame, go through the hole on side panels and get fixed by the 
screws at the back panel of the crate.  
b) Medium dowels 
Mainly used for extension. Optional to buy if users want to expand the space of the 
crate.   
c) Short dowels 
Connect L-shape side panels. 
2) L-shape side panels: 
4 L-shape side panels are simply connected by 8 dowels (short) and form the main body 
of the crate. The round corners minimize the chance of dirt accumulation.   
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3) Screws: 
4 screws offer strong physical support and make it easy to assemble. 
4) Removable tray 
Keeps dirt, spills and waste contained inside to maintain the cleanliness of crate and floor  
 
 
Figure 4.6: How to extend the crate 
 
Users can expand the space either horizontally or vertically with the extension panels and 
medium dowels. In this way, people don’t have to buy a new crate if the dogs grow bigger or 
wider beyond their expectation and need more space. What they need to do are to order optional 
extension panels and mail the original back panel and door frame to the company for recycling. 
New back panel and door frame will come with the additional panels and dowels.    
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Figure 4.7: Reuse the crate 
 
If users don’t need this crate any more, they can detach the back panel, one side panel and door 
frame and transfer the crate into either a semi-open dog house or a dog bed. 
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Figure 4.8: Additional accessories 
 
Users can also buy the drawer/support for the door and additional storages for toys, treats and 
other items. With the pocket, people can also buy another door with solid color based on their 
needs.   
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Figure 4.9: How does the system works 
 
Modular customizable system effectively extends the life span of dog crate and makes it more 
user-friendly and simpler since the customers don’t have to worry about misestimation of the 
space.  
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Figure 4.10: Other customization options 
 
People can choose the pattern from the pattern chart online to match the environment at home. 
Also, laser engraving will be available for the door. If any component is broken, they can mail it 
to the company and get a new piece. As a result, we can help save a lot of materials and protect 
the environment.  
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4.4 Final model and exhibition  
 
Figure 4.11: Removed the components from the material 
 
To make the round corners of the model, each L shape panel was split into 3 parts - 1 round 
corner bar and 2 flat panels with patterns instead of steam bending the wood. Based on the 
capability of the CNC router, each round corner was composed of 12 parts. They were aligned by 
14″ wood dowel before being glued. 
 
 
Figure 4.12: Glued 3 parts for L-shape side panels 
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Figure 4.13: Assembled all the bodies 
 
Simply applied wood glue on the edges and clamped the side panels, back panel and door frame 
together. After 36 hours, used wood filler and Bondo to fill the gaps. Then sanded the whole 
model following these steps: 
1) Used palm sander with 50 and 150 grit sand paper (2-3 times).  
2) Sanded the model by hand with 200, 250 and 300 grit sand paper sanding paper (1-3 
times).  
3) Checked the surface and filled the noticeable flaws with small amount of Bondo. 
4) Repeated step 2 and 3 until unable to find any uneven spot and crack. 
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Figure 4.14: Applied primer, sanded and spray paint 
 
1) Cleaned the surface with wet cloth and air compressor. 
2) Applied a thin layer of primer and 30 minutes later applied the second layer. 
3) Checked the surface. Used small amount of putty to fill some holes and cracks if needed. 
Then sanded with 250 and 300 grit sand paper to make the surface more even. 
4) After 1.5 hours, repeated step 2 and 3 until the surface became flawlessly smooth (6-8 
times).   
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Figure 4.15: Final model 
 
 
Figure 4.16: Exhibition 
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CHAPTER 5: Conclusion 
 
My thesis focuses on how a piece of furniture reflects the changing of the relationship between 
dogs and dog owners.  Through the observation, academic study and user research, I investigated 
potential needs of my target users. After brainstorming, sketches and modeling, eventually I 
designed a modular customizable furniture for dogs that offers good user experience and can 
easily integrate into the home environment. 
 
This project lets me take a new look at the market, dog and dog owner. When each micro 
environment at home start to seamlessly merge together, we can essentially call it “home”. How 
to break this barrier -- it’s the topic that we should think more about it.  
 
PUPZZLE is not only a simple furniture for dogs. It could be the starting point of modular 
furniture designed for dogs.   
 
In the future, PUPZZLE itself will be better organized and easier to understand. More 
accessories such as door lock, convertible playpen and water/food bowls will come out. New dog 
owners just need to follow the simple steps to prepare every necessary supply for their furry 
babies through Internet. They can decide every detail of the product to match other furniture at 
home! Moreover, different kind of wood will also be available as a high-end option to meet the 
requirement from high-class income household.  
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Appendix A: User Research Materials 
 
Experiences with dog(s) questionnaire  
 
Part 1. Basic information 
What’s your gender? 
A. Female  
B. Male 
 
Do you currently have children under the age of 18 living in your household? 
A. Yes 
B. No 
 
What region are you from 
A. East coast 
B. Midwest 
C. South  
D. Southwest  
E. West 
F. West coast 
 
What type of housing do you live in? 
A. Single-family house 
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B. Apartment 
C. Multi-family house 
D. Other (please specify) 
 
What was the size of your dog when____? 
 Small Medium Large 
You first got it    
It was fully grown    
 
Part 2. Experience with your first dog 
Please write down the general daily routine within one year when the dog came to your home. 
 
Where did the dog spend most of its time? 
 
Where did the dog spend most of its time? 
A. Balcony  
B. Bathroom 
C. Bedroom 
D. Front/backyard 
E. Kitchen 
F. Laundry room 
G. Living room 
H. Other (please specify) 
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What behaviors of the dog did you have to correct when you first got your dog 
A. Chewing inappropriate objects 
B. House soiling 
C. Leash pulling 
D. Jumping up 
E. Separation anxiety 
F. Playing too roughly 
G. Nipping/mouthing 
H. Barking/howling 
I. Digging 
J. Begging 
K. Stealing food, clothing, or other objects 
L. Aggression towards people or other dogs 
M. Gulping food 
N. Chasing 
O. Mounting and masturbation 
P. Biting 
Q. Guarding food 
R. Other (please specify) 
 
If you used any tool during the correction, please specify. 
 
46 
 
When you first became a new dog owner, what were the first thing(s) you did to prepare? 
A. Buy dog supplies 
B. Make your house safe for dogs 
C. Show the dog tis potty place 
D. Set up a crate 
E. Set up boundaries 
F. Establish a routine 
G. Start the training 
H. Give the dog time to adapt  
I. Other (please specify)  
 
Did you try to figure out what personalities your dog had before you got it? 
A. Yes 
B. No 
 
Did you choose the products based on your first observation of your dog? 
A. Yes 
B. No 
 
The first time when you went to a pet supply shop, what did you feel? 
A. It was clear what I needed to buy. 
B. I was not sure if I had gotten everything my dog needed. 
C. I was confused due to the variety of products  
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D. It was hard for me to make a choice because I didn't like the products (e.g., materials, design, 
colors). 
 
How many times did you go to the shop to finish the early-stage preparation? 
A. 1-2 times 
B. 2-4 times 
C. More than 4 times 
 
Can you rank in chronological order what you first looked at to buy, except for food and treats? 
A. Beds & mats 
B. Carriers & travel 
C. Cleaning & potty 
D. Collar, leads & leashes 
E. Crates & house 
F. Feeders & waterers 
G. Grooming 
H. Storage 
I. Toys 
 
What kind of items did you have to buy again 
A. Beds & mats 
B. Carriers & travel 
C. Cleaning & potty 
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D. Collar leads & leashes 
E. Crates & house 
F. Feeders & waterers 
G. Grooming  
H. Storage 
I. Toys 
J. Other (please specify) 
 
What products did you think were unnecessary for your dog? 
 
What products did you think were useful but it was difficult to find in the current market? 
 
How important is it to you that your dog product design matches the existing decor of your 
home? 
 
Do you think that the products you have purchased match the decor of your home? 
 
What aspect(s) of the dog products are you unsatisfied with? 
A. Color 
B. Consistency 
C. Customization 
D. Durability 
E. Function 
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F. Modularity 
G. Price 
H. Shape 
I. Size 
J. Structure 
K. Style 
L. Sustainability 
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